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With the accelerated change of China's economic development pattern, the 
cultural industry has also become an important national strategic industry. In recent 
years, the demand of national urban and rural cultural consumption showed a 
significant upward trend. The cultural industry has a broader market and has become a 
new economic growth point. To fully exploit the potential of the market and further 
develop the cultural industry, there is an urgent need to combine the actual situation of 
various regions and stages to carry out systematic and in-depth study of the relevant 
theories.  
The commercial concert, as a consumption increasingly accepted by the public, 
meets the spiritual and cultural needs of the public and entertains their body and mind, 
in the meantime, plays a very important role for the development of the performance 
industry and can create considerable economic benefits as well as certain social 
benefits. At the same time, because China's cultural market and performance industry 
started late, the related regulations, policies remains to be further improved, the entire 
market is not mature and there hasn’t formed a set of complete, scientific operation 
mechanisms. The performance market still has the characteristics of high investment, 
high risk, fierce competition and unpredictability, so the application of marketing, 
cultural marketing and other related theories into the formulating process of the 
marketing strategy for commercial concerts guarantees that it steps towards scientific 
implementation and farthest generates economic and social benefits, will also become 
an inevitable trend. 
This paper tries to take “2013 The Voice of China world tour in QuanZhou" for 
example, which is hosted by the author’s internship unit, Xiamen Top-Sight 
Acculturation Co., Ltd, from the author's personal experience, through full 
participation and study of this concert from the planning to the implementation, based 
on the systematic analysis of the performance market’s characteristics in Quanzhou, 
combining the related marketing theories and STP strategy, 6P theory etc., analyzes 
and researches the marketing management strategy for “2013 The Voice of China 
world tour in Quanzhou", hoping to take its essence, avoid the weaknesses, and 
provide a reference for formulating the marketing management strategy of 
commercial concerts in Quanzhou area as well as domestic cities with similar 
characteristics. 
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第一章  绪论 
















产业研究中心统计的数据，2010 年中国演出市场收入约为 108 亿元，其中，大
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